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Report Highlights: 

Supermarket Trade Show, organized by the New Supermarket Association of Japan, was held in Tokyo from 
February 13-15, 2013.  The USA Pavilion featured a variety of high quality and healthy U.S. agricultural products 
and foods from 32 organizations and companies including U.S. Meat Export Federation, USA Poultry and Egg 
Export Council, U.S. Potato Board, Alaska Seafood Marketing Institute, Hawaii Papaya Industry Association, 
Food Export Association of the Midwest USA/Northeast. U.S. exhibition provided an excellent venue for U.S. 
food companies and their Japanese agents interested in promoting their products to the retail sector buyers in 
Japan.   Projected next 12 months sales were almost $51 million. 
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General Information:  
  

  

  

Name of Show:  Supermarket Trade Show 2013 

  

Dates: February 13-15, 2013 

City/Country: Tokyo International Exhibition Center (Tokyo Big Sight), Ariake (Tokyo), Japan 

  

  

  

A.  STATISTICAL SUMMARY 

  

  

1) Profile of Visitors: 

(Last year) 

  

Total Number of Supermarket Trade Show Visitors 84,954 (84,360) 
  
  

Estimated Number of Trade Visitors 80,000 (80,800) 

Estimated Number of Visitors to the U.S. booths at 
Supermarket Trade Show 

40,000 (40,000) 

Number of serious trade contacts made by U.S. companies 529 (508) 

  

             
Type of business by sector: 
(Last year) 
  

Supermarket/Retail 50.2%*    (49.6%)  

Food Manufacturer 11.0%     (12.2%)  

Food Service 5.4%       (5.6%) 

Non-food Manufacturer 3.8%       (3.5%)    

Machinery/Packaging 4.6%       (4.3%) 

Food Wholesale/Importer/Distributor 17.1%     (16.5%) 

Non Food Wholesale/Importer/Distributor 3.9%       (4.1%) 

Other 4.0%       (4.2%) 

  

*Breakdown of Supermarket/Retail/HRI: 
(Last year) 
  

Supermarket 41.0%          (40.8%)  

Web Store/Direct Mailing 1.1%            (N/A) 

DYI Stores 0.3%            (0.2%)    

Drug Store 0.9%            (0.6%)    

Department Store/Specialty Store 3.4%            (3.7%)    

Convenience Store 3.5%            (4.3%)    

              
  

2) Profile of U.S. Pavilion: 



(Last year) 
  

Size including aisles 480 sq. m.     (252 sq. m. + aisles) 

Booths 34 booths (28 booths) 

Companies/organizations exhibited  
(including ATO and Food Export Mid-West/North East) 

32     (25) 

  

Number of new-to-market 2     (4) 

ATO Information Booth & Lounge 18 sq.m.  (36 sq.m.) 

  

3) Number of Country Pavilions (booths) at the show:      

  

5 countries: 

  

China, Poland, Australia and USA 

  

  

4)  Show Expenses 
  

1.  U.S. Pavilion 
     a.     Space Rental 
     b.c.  Design and 
Construction 

  
$0 
$3,258 (Lounge & Information Upgrade and pavilion design upgrade.  Paid by 
Enhancement Funds) 

2.  Public Relations $0  

3.  Catalog $0 

4.  Reception and 
Seminars 

$0  

5.  Customs Clearance    $0 

6.  Others $180 (Rental equipment/furniture) Paid by ATO GA 

7.  Total Expenses (1-6) $3,438 

  

             
5)  Exhibitor Expenses and Revenues 
  

1.  Participation fees/direct payments 
            a.  Average cost per exhibitor     
            b.  Total for all exhibitors 

  
$2,974.00 
$9,2199.00 

2.  Other expenses 
            a.  Average cost per exhibitor 
            b.  Total for all exhibitors 

  
$5,000.00 
$155,000.00 

3.  Total exhibitor expenses (1b + 2b) $247,199.00 

                                     
6)  Products/Sales Information 

(Last year) 
  

1.  Number of Products test marketed: 299     (158) 

2.  Products that generated the most interest from 
buyers:      

meat and poultry products, cheese, ice cream, 
candies, olive oil 

3.  Total estimated on-site sales: N/A 

4.  Projected 6-month sales resulting from show:  $50,770,000     ($8,070,000) 
$800,000 without beef 

             
  

  

  



  

B.  FAS FIELD EVALUATION 
  

1) Show Objectives:   
Supermarket Trade Show, organized by the New Supermarket Association of Japan, provides an excellent venue 
for ATO Cooperator, U.S. food companies and their Japanese agents interested in promoting their products to 
retail sector buyers in Japan.   The show is particularly well suited for introducing consumer oriented products.    
  

2) Show’s Success in Achieving the Objectives:   
The show’s projected next 12-month sales was almost $51 million.  The big increase is due to beef.  Japan just 
expanded access for U.S. beef starting Feb 1.  USMEF and its member companies reported $50 million.   
It was the second year exhibiting at the Supermarket Trade Show as a U.S. Department of Agriculture Endorsed 
Trade Show.  The USA Pavilion featured a variety of high quality and healthy U.S. agricultural products and foods 
from 31 organizations and companies including U.S. Meat Export Federation, USA Poultry and Egg Export 
Council, U.S. Potato Board, Alaska Seafood Marketing Institute, Hawaii Papaya Industry Association, Food 
Export Association of the Midwest USA/Northeast. The U.S. Pavilion had increased number of booths from 28 
booths to 34 booths, and 25 companies to 31 companies, compared to the last year’s pavilion.   
  
ATO provided an information booth and business lounge for U.S. exhibitors and show visitors to the pavilion. The 
pavilion information handed out the USA Pavilion guidebook to invite Japanese buyers to the pavilion. The lounge 
was very small but was used heavily with the coffee service which is operated by one of the U.S. pavilion coffee 
exhibitors.   U.S. exhibitors appreciated the quality of visitors at the show.    
  

3) Suggestions for Improving Future Shows:   
The Supermarket Trade Show became one of the major trade shows in Japan with good results in the past few 
years.   The U.S. Pavilion added the quality by the appearance as an international show.  We planned to manage 
the U.S. Pavilion well in advance of the show date as the show was held only 2 weeks before the FOODEX 
JAPAN.  U.S. Government budget issue affected our budget for the pavilion design/construction upgrade.  We 
needed to eliminate about half of the pavilion designs and rental furniture for ATO information booth and the 
lounge.  We hope to have it funded early enough for the show in 2014.   
  

  

  

  

  

                     

  

 


